Tourist satisfaction has been considered as a tool for increasing destination competitiveness. In an attempt to gain a better understanding of tourists' satisfaction in an island mass destination this study has taken Crete as a case with the aim to identify the underlying dimensions of tourists' satisfaction, to investigate whether tourists could be grouped into distinct segments and to examine the significant difference between the segments and sociodemographic and travel arrangement characteristics. A segmentation procedure based on destination dimensions produced three clusters: the 'HigherSatisfied'; the 'In-Betweeners'; and the 'Lower-Satisfied'. The implications and the conclusions of the study are provided in relation to the marketing of the island of Crete in the future.
INTRODUCTION
Cretan tourism industry faces various problems. The general consensus of various authors 1; 2; 3 is that the island is in a mature stage of development. The currently poor performance of the island's tourism industry is evident from three main reasons. First, visitors' arrivals by charter flights presented a decline of 6.56% between 2001 and 2004. Second, many complaints have been reported by various hoteliers that average daily rates have at best been flat or declining for several years. 4 Many of these problems have been a result of tour operators' policy to maintain high profit margins by putting fierce pressure on Cretan hoteliers to keep prices down and by treating Crete as a cheap mass destination. 5; 6 According to Andriotis 4 :
The rapid increase in bed supply and the high number of competing destinations in the Mediterranean has increased tour operators' use of the island as a cheap sea, sun and sand destination. In effect, tour operators play a crucial role for the island's tourism industry because they determine tourists' choice through advertising and promotion and due to the trend toward inclusive tour packages organized exclusively in origin countries (p. 32).
Although tourism research in Crete, has paid attention to most problems faced by the island's tourism industry, such as seasonality; 7; 8 dependency on tour operators; 9; 3 low profitability and increased competition; 4; 10 overall satisfaction of incoming tourists as an underlying cause of the current poor performance of the island's tourism industry has not been researched. In the literature only one study was found by Ekinci, Prokopaki and Cobanoglou 11 which assessed tourists' visiting Crete satisfaction levels, where overall satisfaction with services was found marginal. However, this study used as sample a single nationality the UK holiday market, and its rating to a single attribute of the Cretan tourism product, ie. accommodation. Satisfaction can be considered as a central concept in understanding tourism behaviour. 12 Therefore, various authors 13; 14 suggest that since satisfaction is 'destination-determined' and formed by experiences, it is critically important for all travel destinations to investigate satisfaction levels. In doing so, a baseline of information from which to build and tailor marketing promotions and decision makers can better identify visitor markets that offer opportunities for growth, develop the type of touristic products most in demand by their main consumer groups and formulate appropriate strategies to maximize tourism yields. 15; 16 To have a better understanding about tourists' satisfaction, this study has taken Crete as a case with the aim to identify the underlying dimensions of tourists' satisfaction, to investigate whether tourists could be grouped into distinct segments and to examine the significant difference between the segments and sociodemographic and travel arrangement characteristics. In doing so, this paper is divided into five sections. Following this introduction, the second section reviews past research on satisfaction levels of tourists from visiting a destination. Section three presents the methodology of the study conducted on Crete. Section four presents the results of the study. The final section provides the policy implications of the findings in relation to the marketing of Crete in the future.
MEASURING TOURIST SATISFACTION AND SEGMENTATION RESEARCH
Tourist destinations, as settings comprising economic, socioculural and environmental activities, have come to be understood as products on offer. These products consist of many subproducts, including accommodation, food and beverage purchases, excursions, shopping, participation in recreational and sport activities, entertainment and so forth. All these subproducts combined together comprise the product bought by most tourists called vacation package. 17 Thus, a destination is 'the location of a cluster of attractions and related tourist facilities and services which a tourist or tour group selects to visit or which providers choose to promote (p.23)'. 18 However, if any of the destination attributes has poor performance, dissatisfaction can be expressed. As vividly explained by Pizam, Neumann and Reichel 17 'a 'halo effect' may occur, wherein satisfaction or dissatisfaction with one of the components leads to satisfaction or dissatisfaction with the total tourism product. Consequently it is very important to identify and measure tourist satisfaction with each of the components (p. 316)'.
Travel market segmentation research has been conducted by many authors. 26 found statistical differences based on gender and level of income, although age and marital status was not found to affect tourists' perception. Ekinci, Prokopaki and Cobanoglou 11 in their study in Crete found that female tourists rated the dimensions of intangibles higher than males and expressed higher overall satisfaction with services. Finally, a study by Mykletun, Crotts and Mykletun 24 found that socio-economic and demographic variables were not stable predictors of the visitors' probability of returning to the island of Bornholm in the near future.
Segmentation of visitors has often been based upon their geographic origin, since country of origin has been universally employed as a basis for collecting and interpreting tourism data. 15 Among such studies Mykletun, Crotts and Mykletun 24 found that in Bornholm island, country of residence is a consistently better predictor of satisfaction levels than factors such as household income, education, age, travel party composition, and travel purpose. In a study of Asian and non-Asian travelers, Bauer, Jago and Wise 27 found that Asian travelers wanted more entertainment facilities, while their non-Asian counterparts were more concerned with the hotels' health facilities. Other studies found that various travel arrangement characteristics can explain tourists' satisfaction levels, such as previous visits; 28 length of stay; 29; 30 and size of travel group. 29 On the other hand, Ekinci, Prokopaki and Cobanoglou 11 report that in Crete British tourists rated the dimensions of service quality higher in four and five star accommodations compared to the lowest grades of accommodations.
Various tourism studies have segmented tourists by utilizing a cluster analytical procedure. The main reason for this is tο find homogeneous smaller market segments in an attempt to help marketers to identify marketing opportunities and to develop products and services in a more tailor-made manner. 22 According to Perez and Nadal 31 'instead of examining average responses to questions, a segmentation analysis provides a more accurate reflection by forming different units with a low degree of intagroup and high degree of inter-group variation' (p. 931). Most studies having followed a segmentation analytical procedure have been focused mainly on typology, 22 Since not all groups of tourists are alike, as far as their satisfaction from a destination is concerned, identification of segments defined by their levels of satisfaction is of vital importance.
METHODOLOGY
The research described in this paper focuses on tourists' satisfaction while visiting Crete.
Sampling
The population of this study consisted of tourists departing from the two international airports of Crete, Heraklio and Chania, between June and October of 2005. Tourists were asked to complete a questionnaire while waiting in airport departure lounges. All questionnaires, whether completed or not, were returned before passengers embarked. Incomplete or questionnaires with an excessive amount of missing data were excluded from further analysis. From the 1,550 questionnaires distributed (775 in Heraklio and 775 in Chania airport), 870 were actually included in the analysis, 465 from Heraklio airport and 405 from Chania, a response rate of 60% and 52.3% respectively. Of the 870 questionnaires, 568 were completed during the high season (15 th July up to 15 th August) and 302 during the low season (20 th September up to 10 th October). The overall response rate was 56.1%.
Survey instrument
Each destination may have different attributes. Tourists satisfied in one destination may differ from those satisfied at other destinations according to each destination's particular attributes. As a result, the traditional satisfaction scales cannot be used across destinations. Therefore, a satisfaction scale had to be constructed for the specific attributes of the Cretan tourism product, based also on the related past research. 41; 42; 43 Following this process a structured questionnaire consisted of four sections was prepared. The questionnaire was translated in three languages: English, German and French. In the first part, tourists were asked to indicate their satisfaction to a 38-item, 7-point Likert type scale. The scale ranged from extremely dissatisfied to extremely satisfied. In the second part respondents' were inquired about their general travel arrangement preferences, such as the traveling party, length of stay and type of accommodation. The third part contained questions about respondents' sociodemographic characteristics (age, gender, marital status, geographic origin, education, income and employment status). The final section asked respondents to indicate their likelihood to make subsequent visits to Crete in the future, and to recommend it to relatives and friends. To ensure content validity a literature review was undertaken and experts were asked to judge if the survey instrument covered the range they would expect. An additional method was a pilot test addressed to five tourists in an attempt to ensure a proper and broad flow of questioning.
Data Analysis
A number of statistical procedures were carried out for this paper using the Statistical Package for the Social Sciences (SPSS, version 12.0).
The first step was to calculate univariate statistics such as frequencies, means and standard deviations. The second step was to undertake factor and cluster analyses. Before undertaking the cluster and factor analyses, the validity of the data was tested by using the Kaiser-Meyer-Olkin test of sampling adequacy. The result of the test was a value of .918, which is described by Hair, Anderson, and Tatham 44 as marvelous, and indicates that both the number of variables and the sample size were appropriate for factor and cluster analyses. To test the reliability of the scale Cronbach α was calculated. The value of Cronbach α was .9393, exceeding the minimum standard of .80 suggested by Nunnaly, 45 and indicating satisfactory internal consistency reliability of the scale. To find the underlying constructs associated with tourists' satisfaction, the 38 statements were grouped using Principal Component Analysis with a Varimax rotation. To determine the number of factors the criterion of eigenvalues greater than 1 was used. In the factor model, loadings of an absolute value of .45 or more were considered in order to load highly enough and because it was appropriate for the number of variables and sample size.
To divide the sample into meaningful sub-groups, a K-means cluster analysis was carried out where the 38 satisfaction variables were used. In a K-means analysis the number of clusters is chosen by the researcher and cases are grouped into the cluster with the closest centre. In this case, three, four and five cluster solutions were examined. The three cluster solution was selected as the most viable in terms of respondent differentiation and cluster interpretation. Once clusters were identified, their key characteristics were examined and they were named by comparing the mean scores of the responses and the ratings on the Likert Scale for each question. In order to pinpoint the differences in data composition among the clusters, ANOVA tests were carried out. The ANOVA tests showed significance for all items. However, the F-tests should be used only for descriptive purposes and not to test the hypothesis that the cluster means are equal, because the clusters have been chosen to maximise the differences among cases in different clusters.
Cross tabulations with χ 2 tests were used, and Cramer's V was calculated in order to identify the strength of the relationship, to profile the clusters sociodemographically, and to identify travel arrangement preferences and favorable behavioural intentions. For open-ended questions, responses have been coded into nominal variables and converted into multiple response crosstabulations. Since there is no statistical test appropriate for multiple response crosstabulations, it was not possible to statistically test differences in response. Table 1 presents the results in relation to the responses to the 38 satisfaction statements. The 38 statements are presented in descending order, ie. from the higher mean to the lower. The highest satisfaction was expressed for the statement 'feelings of personal safety and security', following by the statement 'availability of restaurants'. On the other hand, only the statement 'availability of facilities and services at destination airport' was slightly below the mid-point. Generally speaking tourists in the sample held high overall satisfaction from their vacation to Crete.
FINDINGS

Overall responses
Important factors for tourists' satisfaction
To compress the 38 items into fewer manageable factors, principal factor analysis with Varimax rotation was conducted. The criterion of eigenvalues equal or greater than 1.00, resulted in the extraction of nine factors, explaining 60.1% of the variance. Three variables did not load in any factor and failed to meet the cut-off point of ±.45. These variables were: 'signage (directions)', 'availability of space on beaches' and 'distance between the resort and the destination airport'. All factors exhibited acceptable alpha levels. As indicated in Table 2 , the factor solution used has extracted the factors in the order of their importance, with the largest and best combinations first, and then proceeding to smaller.
The first factor was labeled 'tourist product', as this factor was formed by variables assessing tourists' satisfaction on the availability of various dimensions of the offered tourist product. Although the tourist product factor accounts for the largest amount of variance (28.3%), it does not mean that the second factor is unimportant, since it has the variables with the highest loadings, ranging from .791 to .740, something that indicates a high interrelationship of the variables. This factor explained 5.7% of the variance, and, was labeled 'airport', as this factor was markedly composed of variables related to services provided at the destination airport. The third factor, explained 5.2% of the variance, and, was labeled 'host attitude' because the three out of the four variables loading in this factor related to the attitudes of local residents and employees toward tourists. One issue to note is the lowest significance variable found in this factor dealing with feelings of personal safety and security and showing that tourists related safety and security with host attitudes. The remaining six factors each accounted for a relatively small proportion of variability, lower than 5% and were labeled based on the characteristics of their composing variables. Tourists' segmentation Cluster analysis was performed to segment tourists according to differences in their satisfaction. To delineate the clusters and to label them, the mean satisfaction scores for each item was calculated. This procedure produced names for the three clusters based upon their response to the statements in the table: 'Higher-Satisfied', 'In-Betweeners', and 'Lower-Satisfied'. Table 3 gives the means of each satisfaction statement by cluster group. Figure 1 is based on Table 3 and illustrates diagrammatically the mean scores of each cluster. The numbers on the horizontal axis are the statement numbers. The focus on the figure is the differences between the cluster groups. A description of each cluster follows. Cluster 1. The first cluster represents 28.4% of the sample (N=241). This cluster is dubbed the 'Higher-Satisfied' to indicate its members' high satisfaction from vacation in Crete. For each of the satisfaction statements, this cluster had the highest mean value of the three clusters. The highest satisfactions were expressed to the statement 'feelings of personal safety and security', followed by the statement 'friendliness of local residents', and only responses to the statements 'value for money' and 'signage (directions)' were below the middle of the 7-point Likert scale.
Cluster 2. The second cluster represents the largest segment of the sample, comprising 46.3% of the total (N=396). For the reason that respondents in this cluster were between the other two clusters in all satisfaction statements, they were labeled 'InBetweeners'. Their satisfaction was above the mid-point for all statements with exception four, among which the statement 'availability of facilities and services at destination airport' that presented the lowest satisfaction ratings.
Cluster 3. This cluster is the smallest, comprising 24% of the total sample (N=212). Of all three clusters, this cluster had the lowest mean values and therefore it was labelled 'Lower-Satisfied'. In more detail, respondents were rated below, although close, the mid-point for 21 of the 38 statements. The lowest satisfaction was expressed for the statement 'availability of facilities and services at destination airport', although the highest for the statement 'availability of restaurants'.
Profiling the clusters
Cross-tabulations were used to examine differences among the clusters for each sociodemographic, travel arrangement characteristic, and, favorable behavioural intention variables (Table 4 , 5 and 6). Only differences that are statistically significant at the 5% level are discussed here. The members of the 'Higher-Satisfied' cluster were somewhat older than the other two segments (42.2%) and had a higher share of females (62.8%). They were also more likely to have traveled with family with children (45.2%) and to stay in four and five star hotels (40.8%). Since cluster 1 expressed the higher satisfaction, members of this cluster were more likely to visit Crete again in the future and to recommend Crete to friends, 85% and 96.3% respectively. Slightly more than half of 'In-Betweeners' were female, the majority (64.7%) tended to be married, and slightly less that half enjoyed being in Crete together with their partner, and, they had a lower share of individuals (24%) who stayed in three or two star hotels. 'In-Betweeners' showed lower intention to visit Crete in the future, and to recommend their holiday experiences to others, 55.8% and 81.6% respectively. The third cluster had a higher share of males (48.5%), and, singles (39.4%) in their 20s and 30s (38.5%) compared to the other two clusters. Surprisingly, the 'Lower-Satisfied' expressed high favourable intention to visit Crete and to recommend Crete to friends (78.1% and 92.9% respectively).
DISCUSSION AND CONCLUSION
Gaining feedback from tourists may help destination marketers to measure how well a destination is doing and to identify segments of tourists who are satisfied or dissatisfied and need extra attention in an effort to elevate their user status. In this study, tourists' satisfaction appeared to be a complex process in which several factors are related. Nine factors were found to be the most important elements of tourists' visiting Crete satisfaction levels. From those factors it was evident that various elements of the tourist product, not related to the accommodation sector, have a significant effect on tourists' satisfaction. This may suggest that no matter how good a hotel is, if there is a breakdown at other features of the tourist product such as health, tours, airport services and host attitudes, overall tourists' satisfaction may be under dispute. This has to be considered by destination marketers in future policymaking.
In examining tourists' satisfaction, this segmentation study used a cluster analytical procedure to identify segments of tourists with different satisfaction levels. From this study it was evident that three readily identifiable segments of tourists exist with respect to their satisfaction toward their vacations to Crete. As the findings indicate, Crete, as a tourist destination, provides a product that highly satisfies incoming tourists. This is shown by the overwhelming majority of tourists who had satisfactory experiences. Even those scoring low relative to other groups are shown to be quite high scorers. However, it is necessary to examine the reasons for the concerns of the 'Lower-satisfied' cluster if the aim is to implement specific marketing measures to alleviate the causes of their lower satisfaction. The variables measuring the sociodemographic characteristics (geographic origin, education, income, and employment status), as well as the travel preferences variables (season and length of stay) did not produce statistically significant values, and even when significant differences among the three segments were found for characteristics such as gender, marital status, age, and, type of accommodation, Cramer's V contingency coefficients revealed very weak relationships. Although the identification of differences between sociodemographic characteristics, and, travel arrangement preferences may help marketers to develop effective strategies, these variables were not found of important value in this segmentation study.
On the other hand, the two favourable intention variables were found to be related significantly to cluster membership. However, in the case of Crete where a satisfactory experience is a fact for the majority of incoming tourists and only 24% of the sample expressed somewhat low satisfaction, positive experiences cannot guarantee repeat visitation. As McDougall and Munro 46 support tourists might look for new destinations even if these destinations offer similar products and services with destinations already visited. Although satisfied tourists do not necessarily return, they can help the destination to attract new customers. 42 Thus, intention of the sample to recommend Crete was greater than that over to the intention to return. It is apparent that satisfied tourists are more likely to recommend destinations, 42 and, regardless of the segment, it was evident in this study that this likelihood is not always a result of satisfaction. To this extend, it is undeniable that positive word-of-mouth communication is of critical importance to the success of Crete, in the future, since it can be used as a weapon to negotiate with international tour operators.
To ensure increased satisfaction of incoming tourists marketing efforts should fulfil their needs and desires. From a promotion perspective, the results indicated that respondents expressed the highest satisfaction scores to the attributes safety and security and the friendliness of the locals. Marketing efforts should draw attention to safety and security and the hospitality of the locals, since each of these attributes is among the main strengths of the island's tourism product. Thus advertising and promotion efforts should emphasise these strengths in an attempt to increase visitation. On the other hand, since lower satisfaction scores were given to the availability of facilities and services at destination airport, signage (directions) and the existence of information centres, destination managers should improve these attributes in an attempt to decrease dissatisfaction.
The findings of this study provide an interesting basis for discussion on the overall current status of the Cretan tourism industry, particularly, as pertains to the poor performance of the island's tourism industry, identified through official statistics and past research. Since satisfaction levels were high, and, overall almost 75% of respondents, expressed their likelihood to make subsequent visits to Crete, and more than 90% to recommend these holiday experiences to others, it should be expected that the volume of tourists visiting Crete should not be falling. However, declining numbers are a fact. As a result, the reasons for the current poor performance of the island's tourism industry may be found in other factors, not related exclusively to the satisfaction of incoming tourists. For instance, one critical element of tourists' visitation is overseas tour operators' and travel agents' decisions on whether to send tourists to specific destinations. Tour operators have the power to choose between many alternative island tourist destinations, which offer similar tourist attractions. As Akama and Kieti 47 support 'perceived unfavourable and sometimes even incidental political and socioeconomic factors in one destination can make tour operators and travel agents to reroute prospective tourists to alternative destinations (p. 78).' To overcome this exogenous to the island problem, it may be necessary to enable the transfer of information between bodies and individuals interested in the purchase of tourist services and products, without the intermediation of foreign tour operators, perhaps through the internet or by establishing a central reservation system. In doing so, the provision of information to the travel market will be enhanced and potential visitors will have the opportunity to book accommodation, transportation, excursions, tourist attractions and events on-line. Additionally, marketing managers should identify the most appropriate media to promote the island.
To conclude, identifying segments of tourists by their responses may bring marketers closer to the evaluation of tourists' satisfaction levels and may help destination marketers to design their future marketing strategies. However, real progress in the marketing research depends on a better understanding of the factors that underlie these patterns. For example, in Crete, limited past research of comparative studies has not made clear whether tourists' satisfaction differ from resort to resort. Therefore, it may be useful to extend further this research by conducting surveys on various Cretan locations in an attempt to identify whether differences and similarities exist that may lead to the proposition that there are common characteristics between resorts within the island, something that will make possible the suggestion of policy implications for specific resorts of the island. Likewise, it should be noted that each particular destination has different attributes meaning that tourists satisfied in one destination may differ from those satisfied at another. As a result, the findings of this study cannot generalised for other, Mediterranean or not, destinations. Finally, this study was addressed to tourists visiting the island of Crete. However, questions may arise about the extent to which managers and marketers of individual hotels are aware of the satisfaction of their guests. Thus, managers and marketers of individual properties should monitor the needs and the satisfactions of their guests in order to adopt marketing strategies tailed to their customers. 
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